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Abstract

With the in-depth implementation of the rural revitalization strategy, rural brand image design is
increasingly receiving widespread attention as an important means to enhance rural popularity,
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attract external resources and promote economic development. This paper analyzes the mutual
influences between the rural revitalization strategy and rural brand image design, and then, it
studies in depth the concepts and principles of rural brand image design, including logo design,
character IP design, and illustration design, in order to ensure that the brand image can accurately
reflect the unique charm and value of the countryside. On this basis, this paper further discusses
the specific paths and methods of rural brand image design, including the shaping of visual image,
the selection of communication channels, etc., so as to provide useful references and lessons for
rural brand image design in the context of rural revitalization, and to promote the transformation
and upgrading of rural economy and sustainable development.
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Table 1. Policies to help rural brands
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Figure 1. The mascot of Longhua County, Hebei Province, “Berry West”
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Figure 2. Brand design “Juxiang Xiaoguojia”
B 2. WmERgT “HENIBR" 7

DOI: 10.12677/design.2024.94510 586 s


https://doi.org/10.12677/design.2024.94510

4. SFHRAHBBET 2 7 REF KR ITTHRSR
4.1. FRaEIt

7, AR RIAT S, B H S B AR S RE 6 1Y s AL AR A ORI B e R
FEIE S RTE R o T 2 K S ST AU XS £ M HRTITEN S, SRR 2 A A FE AR AR S 248 A 45T
. B, EREIUESHIERFU. LAt DR G k, liks W. WA R AR
TEFRSLFMM T 2 MR S T, ZXEITTRADGE S M KIS 5, B2 2 M fh IR 5 A e st
(g — B2y o G ANBOW G AT TR L B AR50, T A PR 5 2 A B SR G TR, ik,
T RREE . 10 2 A7 5S8R SR B v 1A B RO . IR S8 B 3 ol 2 O 3
G T, MZRAEUMNSRESE, CIUREEHE 2N FE P RASCEE . B RRAFZH X7 525
3B, AT DR I AR BE AR RN B 2 R dh R R BE T, R B B SO R 2 A T R
o [ANF, 28 BRE LR SR R BT I E S . 2 M R 7 a8 R 28 T 24t AR SRR
AR RS A, Rk, Tk, RIS . XEEPAGR NS EE IR, 2 2R
T R E B AR o RN 2 AR C ML RIRASZ IR A SRR, W] LUK Lo B O A E A e K R
NBI RSB h, A R R BACRYEAIR 5] 77

Fi—Jr L, AEIEE 2 NI B RFM A LSE 2 e, BATAR S B TR, IXEEhn S B B RE S e
W2 A HRE MRSy SR I 2 A IR Ak 77, (RN X e e vt AR (7 A ) Be vt BN, Bkt d TR
ZMELLIUIEAR I MR, B ES T O I 2 K AR 6

4.2. N\ 1P it

1P JE SR SCHCHERMRE I B AR, REMSBRATIR AT RO RIZAZ L), 70T S
MGG, T LA AT P T 1P B, GBS 1P RS, TR AN I
Kk, AR REAL B I RRE ALY “R06 " AR DL RAER BV, HURELA IORHE T LML, st <%
RS 2 T VESENH o S E e INS NP ST E N B2 T IN
KLk T 1P G RE VLR G R SN AR 5 A BB LT & A B IR 4 00
PG LU, N 1P K S 5 I, AT B 2 AR, LMK K 2 MR, T
i S HHR IR E.
4.3. FREETT

BTG 2 RIS BB B, (ELeIL T IT 5 8 A BB LA 5 SR
(KRR I A A RIS . B BT L B A RIS A s, Lk .
SO HFEALTISE, ML RO RS IR, W L SR, R S M5
o WG IS TEH, REILZ M SCALRAR T SR, SRRSO S J0. BI /\IR 4 4
S H RO T — RIIARRIEE, SOSRMREAIL T 4300SO A DL T ALK, LA
S 0 200 PGE BT T 0L At T D RS 870
5. ZHHRAEEET £ F RS TR ERT
5.1 HWAZH L HIFE

S BRI GCR 6 2 B0 RV BANBU R 2 M IR €05 B 09 . 3 R
MWL, HRA 5 H AR RFRGAE. ST ZR0% AT, WA R FOEEA T

DOI: 10.12677/design.2024.94510 587 Wit


https://doi.org/10.12677/design.2024.94510

i

LA, NFE 2RI R SRR SE 4 IR ek, E R ZEBA 5 R B -

B, 2R ERFUAE fh R R ThANAT BRIK — E . XSRS ] RE R R S AR 2R A%
Il 22 0 Y B T R A, BTSRRI T 2R B S, DA R R BRI TR E
AR

Hik, 2RI P72t 2 f U R B B B0 R . R T Re A IR RS
MLE. HERARRME, ENTRE T 2 M0 RIRIZAMSLRAL, kI R R T IR 513
AP

B, RARSCAAE N 2 AN SO L B 7, B2 S TR R BT R EIRATZ IR A A . X0l
AREELIE Z WA IRIES) . RIZEAR. RGBS, EAAIL 7 2 KBk BN 2 08, kg
RWTHEN T BT ER

B, fE 2 A MR Bt i Rt ERAZ R R, S5 e 2B REI. D s s bR R
SRV G RN LR B R, ITIHESh 2 MR IR E .

5.2. WItIRAFHIM LR

MRS ALY 502 2 A R TE R BT IR LR, 0 T 223G 2 A (0PN 1335 i R0 25 G B 22
SO R Bt RE b, JATRE EIERE . 5 IR0 B BARZSA IR IR =, DU PRIZ 2L TR
RERGHET LS 1T 2 MR AN BRI 5o FEBLTE 2 A SR TE R, W DU — N5 2 R 0 S 3 AR
PR XAFRERY R T, RE IR G ANTHIER ), FFEILSE BB aR 2L HREE . ARG
AT 2 H B TTER . ST S Bkr G AF e a0 2 1 i A UR AR R

5.3. I £ H K mARE BRI

RS 2 N R E RTINS, EEEKRE 2 M MRS A ROk Hirs2 Ak, R
T2 M BRI BERSERE . FEHIE Sh AL TR SRS I, BATIN 7870 Al 2 EANZE T iRk 20, BLsEalas
Jir AR S AN E 5]

FEZ FARSRD I, IR BAT G, ddd. s, B85, SR ORI EEMH. Las
ENMITEE e, WS RIEMS . A, AR 5 B0 (SEO) M 22 51 B & (SEM) LR, $2
151 2 B i RAE TR 51 B (RO AT R R

TELE TAEHRTTIH, R Z MG MEIH R E AL T7 30 Blin, A5 EAN. ERE LS
(NN CTPAVAN LS USE N ILY O G e 1 W =2 s /NP ST AR KPR P 0 2 KN S
A A, LR Y 98 0% B ERSZ 2 M S AR

B2, MR 2 N R R BTN E A, R[EGEIEHL BT RERETT I, i 2 R
RIEAMT G, Bk HIR OIS, S 2 F iR SR . R, OREFdh B R A — 2k
AURETIVE, I & RR R BRANLES Y, N 2 M ABF IR RANIR AR A 1 3CHF

i B
O 1 3kJE: I, https://www.sohu.com/a/533681323 121209218
@K 2 K3kE: #rRs, https://www.sohu.com/a/304055799 653396

&E ik
[1] APerR [ 0. 550 o T 520t £ A 4R 4 ks i = L [EB/OL]. 2018-01-02. https://www.gov.cn, 2024-06-21.
[2] AFLrR g ARCCERIF A BE. ST PR T =R LAERAfgmIM]. b o Je gk H kit 2019: 23

DOI: 10.12677/design.2024.94510 588 Wit


https://doi.org/10.12677/design.2024.94510
https://www.sohu.com/a/533681323_121209218
https://www.sohu.com/a/304055799_653396
https://www.gov.cn/

(3]
(4]
(5]
(6]
(7]
(8]

Bz, R ERIARAT £ ARG I R8T [D]: [ 248 3] Kvb: Wi K2, 2018: 52,

JAUKAE. 2 WRDERME T 75158 S AL I EOHS T RE %% 1 [D]: [t 224018 0] WA JRIE: WA ZRVEITITE K2, 2023.
TS, S 28 B ERLE R TE RTHR FU ], B2 T2 S %0t 2021(16): 126-128.

2. SRTRMGERIS I B S SR IS A TUAAR L[], SRR, 2018(2): 44-50.

FLFN. SCTAE 1P WAl g ST = k[N Tk H %, 2024-06-20(005).

IMVERYE. 2 RHRMEREE T\ dh B Rkt 7t 5 R [D]: [ 2260 5], Kb IR Wi K%, 2021.

DOI: 10.12677/design.2024.94510 589 Wit


https://doi.org/10.12677/design.2024.94510

	乡村振兴战略下乡村品牌形象设计研究以及路径探析
	摘  要
	关键词
	Research on Rural Brand Image Design and the Exploration of Paths under the Strategy of Rural Revitalization 
	Abstract
	Keywords
	1. 引言
	2. 乡村振兴战略与乡村品牌形象设计概述
	2.1. 乡村振兴战略
	2.2. 乡村品牌形象设计介绍

	3. 乡村振兴战略与乡村品牌形象设计的联系
	3.1. 乡村振兴战略推动乡村品牌形象设计发展
	3.2. 乡村品牌形象设计带动乡村振兴

	4. 乡村振兴战略下乡村品牌形象设计探究
	4.1. 标志设计
	4.2. 人物IP设计
	4.3. 插画设计

	5. 乡村振兴战略下乡村品牌形象设计的路径探析
	5.1. 深入挖掘乡村特色
	5.2. 设计独特的视觉形象
	5.3. 制定全面的品牌传播策略

	注  释
	参考文献

